Digital Marketing
Sep 2026 Examination

Q1 Drawing on digital marketing frameworks, apply the concept of integrated marketing communications (IMC) to design a roadmap for integrating digital channels into the retailer's marketing strategy. What steps should you take to ensure alignment of the digital and traditional marketing teams, leverage customer data for personalization, and measure the effectiveness of digital touchpoints versus traditional ones? As the Chief Marketing Officer (CMO) of a national apparel retailer that has invested heavily in traditional mass media for years, you are tasked with spearheading its digital transformation. The board is keen on seeing measurable increases in consumer engagement, personalized communications, and better marketing ROI through the adoption of digital marketing channels such as content marketing, social media, and search marketing. The legacy team is concerned about shifting budget away from established offline channels. (10 Marks)
Ans 1.
Introduction
Shifting a national apparel retailer from decades of mass media dependence toward a digital first marketing model is fundamentally an integrated marketing communications challenge, not a simple channel addition exercise. Integrated marketing communications treats every touchpoint, whether a television advertisement, an in-store display, a social media post or a search ad, as part of one coherent brand conversation with the customer rather than a collection of disconnected messages competing for attention. As CMO, the roadmap must align digital and traditional teams around shared customer data and objectives, phase in digital channels without abruptly 
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Q2 A startup has launched a subscription-based wellness service primarily through its website, but user acquisition has been slower than anticipated. The marketing team is considering partnerships with influencers, affiliate networks, and building active user communities on professional and social forums. They aim to increase visibility and user trust, but resources are limited and selection of the most impactful marketing channels is critical. Evaluate the effectiveness of integrating partner marketing (affiliate programs, sponsorships, PR) and community-based marketing (social media, business forums) to expand reach and foster brand trust for a newly launched online service. Which channels should be prioritized and what key improvements would you recommend based on potential performance metrics? (10 Marks)
Ans 2.
Introduction
A subscription wellness startup facing slower than expected user acquisition through its website needs channels that build trust quickly, since wellness purchases depend heavily on credibility and social proof rather than impulse decisions made on price or convenience alone. Partner marketing, through affiliates, sponsorships and PR, and community-based marketing, through social media and 

Q3 (A) An educational technology startup has launched a digital platform for learners of different ages and backgrounds. Facing competition from established online players, it struggles with awareness and trust. The founders plan to use website/blog content, influencer-led video series, social media groups, and email communication for traction. A. Construct a content strategy to position the platform as a thought leader and build loyalty among diverse learners. (5 Marks)
Ans 3 (A).
Introduction
Facing established online education competitors, this edtech startup cannot win on awareness spend alone and must instead build genuine thought leadership through a content strategy that demonstrates expertise while genuinely serving the varied needs of learners across different ages and backgrounds.
Concept and Application
Segmenting Content by Learner Persona
Since the platform serves learners of different ages and backgrounds, a single undifferentiated content stream will fail to build loyalty across such varied needs and expectations. The 


Q3 (B) Continuing from Q.3 A, the startup aims for brand authority, learner engagement, and viral growth. Explain a community strategy blending native content, influencer marketing, and interactive features to create a differentiated digital presence. (5 Marks)
Ans 3 (B).
Introduction
Building on the content foundation from Q3(A), the startup now needs a community strategy that converts content consumption into brand authority, active learner engagement and organic viral growth by blending native content, influencer marketing and interactive features into one differentiated digital presence.
Concept and Application
Creating Native Content That Feels Platform-Grown
Rather than repurposing generic educational content, the platform should develop native formats specific to its community, such as learner-generated success stories, peer study challenges, or platform-

